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Screen Economics Research Group Symposium, June 12, 2009 
Abstracts and Speaker Bios 
 
 
Analysing Australian DVD Sales 
Simon Molloy 
 
The objectives of this project are to compare the characteristics of cinema and DVD revenues in 
Australia and to investigate differences in these characteristics between Australian and non‐
Australian film titles. Of particular interest in this study is the relative variance of DVD and cinema 
revenues – are the most successful movies at the cinema level relatively more or less successful at the 
DVD release window? Another question of interest is the relative contribution of DVD revenues of 
Australian films to total revenue per title, especially compared with the same metric for US films. Is 
the DVD channel ‘pulling its weight’ for Australian film? 
 
Simon Molloy is an economist with 20 years of experience consulting in media, telecommunications, 
information technology and creative industry economics. Simon has also written numerous opinion 
pieces for the Australian Financial Review on telecommunications and IT policy issues and has worked 
as Economics Editor for the Entertainment Business Review. 
 
 
 
Wagging a Long Thin Tail: The Economic Imperatives of the Roadshow Release Strategy 
Dean Brandum, Bronwyn Coate and Deb Verhoeven 
 
The Roadshow Release was an exhibition strategy first employed in the 1920s but which reached its 
height between 1953 and 1972. The practice was characterized by opening films in special limited 
number theatres in big cities for a specific period of time before moving them onto a general release. 
With its reserved seats, premium ticket prices, souvenir programmes and intermissions, roadshow 
releasing was Hollywood's attempt to differentiate product by offering a prestige form of 
presentation for audiences. The strategy fell out of favour after a series of large scale productions 
failed at the box office in the late 1960s which called into question the viability of Roadshow release 
as an effective business practice in the film industry. This paper will discuss and analyse the strategy 
of the Roadshow release from the point of sale. Using data gathered at individual theatres that 
booked Roadshow releases a simple OLS regression model will be used to investigate the effect on 
weekly box office taking. Two first run theatres in the North American cities of Pittsburgh and Los 
Angeles will be examined in detail over the period 1968‐1971. Through a comparative analysis of 
weekly box‐office takings over this period the paper will investigate how such a strategy could ever 
have been profitable for the distributor and a viable booking option for the venue owner. 
 
Dean Brandum is a PhD candidate at RMIT University. His field of research is theatrical distribution 
and revenue.  
 
Bronwyn Coate is a lecturer in the School of Economics, Finance and Marketing at RMIT University. 
She has a research interest in the field of cultural economics, and has specifically undertaken 
economic and econometric analysis of Australian auction sales data to investigate factors driving price 
in defined segments of the Australian fine art market.  Bronwyn is an active member in the 
Association for Cultural Economics (ACEI). 
 
Deb Verhoeven is Associate Professor, Screen Studies (RMIT University) and Director of the AFI 
Research Collection. She is Deputy Chair of the National Film and Sound Archive of Australia, 
President of the widely read Senses of Cinema and Co‐Editor of Studies on Australasian Cinema 
(Intellect). Her most recent book is Jane Campion (Routledge, 2009). 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Consumers as Risk Takers: Evidence from the Film Industry 
John Sedgwick 
 
The central issue of film economics is that while producers ‘seek to attenuate the risks associated 
with film consumption through incorporating a bundle of design features which arouse and satisfy a 
set of expectations among filmgoers….consumers know from experience that differences between ex 
ante and ex post evaluations are common.’ To date, little attention has been paid to the consumption 
decision. This paper makes the case for developing a research agenda about the consumption 
decision and in particular the patterns of ‘disconfirmation’ shown by audiences. 
 
John Sedgwick is Professor of Film Economics and Head of the Centre for International Business and 
Sustainability at London Metropolitan University. John is currently engaged in a project on Australian 
filmgoing during the 1930s with Deb Verhoeven (RMIT) and Mike Walsh (Flinders). He is the author of 
Filmgoing in 1930s Britain: A Choice of Pleasures (Exeter University Press), co‐editor with Mike 
Pokorny of An Economic History of Film (Routledge), and has published articles (with Pokorny) in 
Explorations in Economic History, the Journal of Economic History, Economic History Review, Journal of 
Cultural Economics, and Business History (forthcoming). 
 
 
 
Strategic Rivalry and the Profitability of Film Production:  Hollywood in the 1990s 
Michael Pokorny  
 
The presentation will compare and contrast the profitability performance of the major Hollywood 
studios during the 1990s.  Studios are interpreted as constructing annual portfolios of films, and treat 
this portfolio as analogous to a traditional investment portfolio.  Thus the risk of film production is 
controlled by diversifying risk across this portfolio.  The presentation will place a particular emphasis 
on the genre composition of film portfolios, and will examine the manner in which genre composition 
evolved over time and across studios.  It will interpret genre composition as deriving from a strategic 
decision making process, and will attempt to identify the factors that influence this process. 
 
Michael Pokorny is a Principal Lecturer in Quantitative Business Methods at the Business School of 
the University of Westminster, London, UK.  His current research interests are in the economics and 
economic history of the film industry, and he has published in this area in the Economic History 
Review, Explorations in Economic History and the Journal of Cultural Economics.  He has also jointly 
edited a book on the Economic History of Film. 
 
 
 
‘Cheap Tuesdays’ and Estimating Movie Demand: An Empirical Analysis of the Australian Cinema 
Industry 
Jordi Mckenzie  
 
This paper estimates the demand for cinema using a large sample of daily box office revenues from 
cinemas in the Sydney region of New South Wales, Australia, during the year 2007.  Exploiting the fact 
that cinemas typically offer cheap Tuesday ticket prices, we are able to robustly identify own and 
cross price elasticities for our sample.  Using a random coefficient discrete choice model of demand, 
we incorporate a number of explanatory variables which relate to the film, theatre, day, and 
geographic/demographic characteristics of the local population.  We are able to provide a number of 
empirical findings which confirm a‐priori expectations. 
 
Jordi Mckenzie is a lecturer in the Discipline of Economics at the University of Sydney. Jordi’s research 
interests are in empirically modelling aspects of the motion picture industry using econometric 
techniques.  Formerly he worked for the Motion Picture Distributor’s Association of Australia as a box 
office analyst. 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Modeling the Rate of Return to Hollywood Films 
David Walls  
 
We use the non‐symmetric stable distribution to quantify the returns to investments in motion 
pictures.  We first quantify the unconditional distribution of returns using the normal distribution, the 
symmetric stable distribution, and the non‐symmetric stable distribution and find that the normal and 
symmetric stable models can be rejected in favor of the non‐symmetric stable model.  We then model 
the parameters of the non‐symmetric stable distribution‐‐‐location, dispersion, skewness, and tail 
exponent‐‐‐as functions of explanatory variables including a film's budget, presence of marquee (star) 
talent, and the number of screens on which a film is shown.  The location of the returns distribution is 
increasing in budgets, marquee talent reduces dispersion, and the tail exponent is increasing in a 
film's budget.  Even though the variance of film returns is infinite‐‐‐so that point predictions have no 
precision‐‐‐it is possible to model accurately the conditional probability distribution of film returns. 
 
David Walls is Professor of Economics at the University of Calgary, Canada.  He has published a slew 
of empirical papers on the economics of the motion‐picture industry.  More details are available at 
http://pareto.ucalgary.ca 
 
 
 
Product Differentiation and Film Programming Choice: Do First‐Run Movie Theatres Show the Same 
Films? 
Darlene C. Chisholm 
 
We  present  an  empirical  analysis  of  product  differentiation  using  a  new  panel  data  set  on  film 
programming  choice  in  a major  U.S.  metropolitan motion‐pictures  exhibition market.    Using  these 
data, we compute two measures of product similarity, which allow us to investigate the determinants 
of strategic product differentiation  in a multi‐characteristics space.   Our evidence  is  consistent with 
the idea that the degree of product differentiation between theatre pairs reflects a balance between 
strategic concerns and contractual constraints.  Similarity in one dimension is offset by differentiation 
in others. Our results further suggest that the degree of product differentiation is negatively related 
to market  size.    Finally, we  find  that ownership matters:    theatres under  common ownership make 
more similar programming choices than theatres with different owners.   
 
Darlene C. Chisholm is Professor of Economics at Suffolk University, with expertise in the areas of 
industrial organization and applied microeconomic theory. She was previously Associate Professor of 
Economics at Lehigh University and has held visiting positions at Harvard University, the 
Massachusetts Institute of Technology, and Tufts University.  Professor Chisholm received the 2003 
Carol and Bruce Mallen Prize for Published Scholarly Contributions to Motion Picture Industry Studies.     
 
 
 
Rates of Change: Online Distribution as Disruptive Technology in the Film Industry 
Stuart Cunningham, Jon Silver and John McDonnell 
 
This paper looks at an aspect of the challenges to business models that have served established 
media industries like music, film, television, for decades: the eruption of online distribution into the 
film industry in recent years. Much debate in film, media and communication studies about industry 
structure and change is based on exaggerated oppositionalism: overly enthusiastic optimism versus 
determined pessimism over the potential of new technologies; assertions of ‘fundamental crisis’ in 
the strategies of the cultural industries versus re‐assertions of the utter predictability that hegemonic 
capital will always already triumph. This is a depressing predicament and inhibits the discipline’s 
claims to provide rigorous insight into industry change which is, after all, continuous. It is based on 
deep‐seated values which often results in ‘glass‐half‐empty/glass‐half‐full’ debates which manage the 
challenging complexity of universes of data by dividing them into selective portions that confirm 
previously established positions. Instead of having to decide one way or the other, we need to ask: 
how do we study the process of change? This paper will look to address the question of the rate of 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change. As an indicator of change and possible innovation, are there genuinely new players disrupting 
the established oligopoly and, if so, with what effect? Third, is there evidence of disruption to, and 
innovation in, business models? Has there been cultural change as, again, evidence of innovation? 
Finally, outside mainstream Hollywood, where are the new opportunities and the new players? The 
empirical data on which the paper is based comes from a database of 200+ websites which offer 
digital distribution of film (and other screen) content.  
 
Stuart Cunningham is Distinguished Professor, Queensland University of Technology, and Director of 
the Australian Research Council Centre of Excellence for Creative Industries and Innovation. 
  
Jon Silver is a Senior Lecturer in Film & TV Producing at QUT.  During the 1980s, he was General 
Manager, Marketing for Greater Union’s cinema chain and film distribution company. He has 
produced three feature films and is Executive Producer for a new movie shooting in mid‐July. 
 
John McDonnell is Senior Lecturer in the School of Advertising, Marketing and PR, Faculty of Business, 
Queensland University of Technology.(B.A. Economics; Dip. Ed. Macquarie; M.Soc.Sci. Economics, Uni 
of Qld; M.B.A. Uni of Qld; Phd Uni of W.A.) 
 
 
 
Hollywood’s Dominance: A Revisionist Approach 
Jon Silver 
 
This paper is based on a PhD thesis that investigated how Hollywood’s dominance of the movie 
industry arose and how it has been maintained over time. Major studio dominance and the global 
popularity of Hollywood movies has been the subject of numerous studies. An interdisciplinary 
literature review of the economics, management, marketing, film, media and culture literatures 
identified twenty different single or multiple factor explanations that try to account for Major studio 
dominance at different time periods but cannot comprehensively explain how Hollywood acquired 
and maintained global dominance for nine decades. Existing strategic management and marketing 
theories were integrated into a ‘theoretical lens’ that enabled a historical analysis of Hollywood’s 
longstanding dominance of the movie business to be undertaken from a strategic business 
perspective. This paper concludes that the major studios rise to market leadership and enduring 
dominance can primarily be explained because they developed and maintained a set of strategic 
marketing management capabilities that were superior to rival firms and rival film industries. It is 
argued that a marketing orientation and effective strategic marketing management capabilities also 
provide a unifying theory for Hollywood’s enduring dominance because they can account for each of 
the twenty previously identified explanations for that dominance.  
 
 
 
Australian Film Profitability and Copyright Policy 
David Court 
 
The rebirth of the Australian film industry is nearly 40 years old. Despite significant critical success, 
data on returns to the copyright owners show the industry has failed commercially. The failure is 
persistent and unalloyed. How can it be explained? Are there special circumstances or does it flow 
from the very structure of copyright policy ‐‐ the fundamental asset basis of the industry?   
 
David Court 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the 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Director 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the 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and 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an experienced 
industry practitioner who has been involved in the financing of more than a dozen film and television 
productions.  
 
